Introduction
Sport has often functioned as a neutral space within divided societies, with great impact among the young. 1 In this sense, there are numerous precedents which demonstrate the capacity of sport to promote peace in conflict-ridden regions, that is, the possibility for sport to play an important role in peace-keeping programmes. With regard to the strategy of FC Barcelona, the club continues to seek out links to the international community within the framework of a marketing and corporate social responsibility policy which has been given a significant boost in recent years, especially following the restructuring of the FC Barcelona Foundation during the presidency of Joan Laporta (2003) (2004) (2005) (2006) (2007) (2008) (2009) (2010) and its adhesion to the Millennium Development Goals of the United Nations in 2006. 5 More recently, FC Barcelona has joined the board of the public-private body of the Public Diplomacy Council of Catalonia (Diplocat), which makes the club a formal actor within the Catalonian government's paradiplomacy framework (A. Royo, personal interview, 13/12/2013) .
Whether through the establishment of relations of a humanitarian or paradiplomatic nature, the club aims to be active in the reconfiguration that global geopolitical actors are undergoing in the twenty-first century. 6 As the consulting firm Sport+Markt notes, Barça have 50 million fans in Europe alone 7 , and it is thus able to take advantage of its immense global prestige and following. Furthermore, a study by Francesc Pujol and Quique Gallemí from the University of Navarra asserts that the Barça brand is the most powerful of all sports brands. 8 In summary, the club participates actively in the "global media-sport complex" 9 , which, in sociological terms, should be understood as a "combination of all organizations, processes, texts and products that form the culture of modern sport and establish it as a socio-cultural institution closely connected to the politics of everyday life".
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On analysing the importance of FC Barcelona in cultural terms, Professor Jordi Xifra examines its "religious dimension" 11 , that is, the way the club constitutes a civil religion in that it "synthesizes a panoply of meanings that have snowballed in the club's century-old history and in the history of the imagined community that is Catalonia" 12 . In a similar vein, Salvador offers an interpretation in which fans do not only follow the club's sporting successes but, in addition, "they attribute transcendental meanings and truths" to the club. 13 As Xifra further observes:
"For a multitude of people all of the ritual devices that spring up around the club transcend the merely sporting ('more than a club') to become both a show of sport 24 Sugden contends that "the nature of the structure, organization, management and delivery of activities and encounters taking place within these two circles is crucial in determining the outcome of any such sport intervention." 25 In the outer circles we find institutional actors, "through whom ideas and findings emanating from the project can be articulated within the wider policy community for sport". 
Public diplomacy, cultural diplomacy and sports diplomacy
Public diplomacy represents the natural evolution of traditional or State diplomacy towards the establishment of a new form of international relations, this being based on co-participation between governments and civil society. Manuel Castells defines public diplomacy in the following terms:
"Public diplomacy is not propaganda. And it is not government diplomacy. We do not need to utilise a new concept to define traditional practices of diplomacy.
Public diplomacy is diplomacy of public opinion, that is, the projection of the values and ideas of the public onto the international sphere." 36 In this line, the role played by the players of Barça can be interpreted as that of "messengers of peace" 37 .
Thus, when the actor and driving force behind this type of initiative is a sports club, and the main argument is "sport makes us all equal and leads us towards peace" 38 , we can begin to talk of sports diplomacy, as we see the value of sport as a pacifying force. In published articles, from which we have extracted the excerpts, which best illustrate the concept of sports diplomacy as applied to this research work.
A case study of Football Club Barcelona Peace Tour 2013: corporate social responsibility and beyond
The arrival of Joan Laporta as president of FC Barcelona in 2003 brought with it a radical change in the club's marketing policy and an explicit commitment to societal goals. 42 In general terms, there was a professionalisation process of the club's human resources and logistics in order to generate a more solid corporate reputation, which would be articulated through the global projection of the humanitarian (or universal) values associated with the club. 43 The renewed commitment to corporate social responsibility brought in by Laporta reached an important moment in 2006, when a nonprofit sponsorship deal was signed with UNICEF (United Nations Children's Fund), which involved the club's shirt bearing a sponsor's name for the first time in its history.
Laporta's strategy of promoting non-profit social projects was continued to a certain degree by his successor, Sandro Rosell (2010 Rosell ( -2014 , although UNICEF was replaced as the main shirt-sponsor by the Qatar Foundation following the signing of an agreement with Qatar Sports Investment (QSI) on 13 December 2010, which would channel 165 million euros to FC Barcelona over six seasons. 44 Following this line, in recent years the club's foundation has set up numerous projects which are clearly committed to equal opportunities, human rights, freedom and democracy. 45 For quite some time Barça has been working for peace between Israel and Palestine, 46 "where 80% of the population of both territories feels a deep connection with and admiration for the club". 47 The Football Club Barcelona Peace Tour 2013 took place in Palestine and Israel on August 3 & 4 and was covered by 450 national and international journalists. 48 Furthermore, Al-Jazzera -which has bought the broadcasting rights to the BBVA Spanish Football League for the Middle East, and which has a good relationship with FC Barcelona owing to the contract with QSI 49 -was the principal television broadcaster of this event throughout the region. 50 And this is where we see the strength that the Barça brand carries in focusing the attention of the media and, in consequence, the capacity of the club to act proactively in the projection of a message of conciliation between "two communities which, due to demonization, have forgotten that they can also share" 51 . In this vein, Nichollas J. Cull notes the important role played by international news broadcasting as part of "an actor's attempt to manage the international environment by using the technologies of radio, television, and the Internet to engage with foreign publics". 52 at the time, Sandro Rosell, 53 explained the objectives that FC Barcelona aimed to achieve through its visit to the Middle East:
"We have come to these territories to strengthen our bonds of friendship and to help you, Israelis and Palestinians, to identify points of contact which help you along the road to peace. We do this with great humility but with the conviction that Barça is one of the things that you have in common, as we have been told that we are the most popular foreign team in Israel and Palestine. This fills us with pride and, at the same time, legitimises and encourages us to help you achieve this Taking into consideration that the club was caught in the middle of a negotiation which was completely political, and that it had to plan its pre-season arrangements, the initial idea was cancelled" (X. Mas de Xaxas, personal interview, 23/1/2014).
In addition, the trip coincided with the resumption of peace talks in Washington between the two parties. However, taking advantage of the contacts that had already been established, alternative plans were made for the club's stay in the region, with there being no sponsor in order not to "commercialise or politicise the visit, which meant a cost of 500,000 euros for the club" (X. Mas de Xaxas, personal interview, 23/1/2014). In Palestine, on August 3, the Barça team held a training session in the Dura Stadium, near Hebron, in front of 25,000 spectators. 55 Later, at the same stadium, a special coaching session was held with 40 boys and girls between 8 and 12 years old "The Israeli leader, leaving aside institutional roles, explained that his main wish was to see good matches, achieve peace and security, and that 1% of the 300 million Barça fans visit his country one day". From the club's perspective, this initiative reinforces its brand image, and it goes beyond being an exercise of corporate social responsibility. As has been set out throughout the article, the event can be considered as an exercise in cultural and media diplomacy -with 450 accredited journalists-in the ambit of sport 63 , in which a football club can carry out the diplomatic functions traditionally pertaining to a State, acting as an historic intermediary in a conflict with international connotations.
However, as Mas de Xaxes observes, "the process of negotiation has allowed FC Barcelona to see that peace between Israel and Palestine is almost impossible, and that the only practical approach is to maintain the current status quo, which does not satisfy the Palestinians" (X. Mas de Xaxàs, personal interview, 23/1/2014). This notwithstanding, the arguments that were used to justify the tour reinforce the club's historic motto of being "more than a club" and, in this line, the initiative boosts the club's position within the "global media sports complex". 64 Through this initiative, FC Barcelona thus demonstrates its ability to exercise international influence, articulated through a peace tour with the capacity to mobilise two historically divided peoples and to find agreement between two opposing politicians, the Israelis Shimon Peres and Benjamín Netanyahu. The club thereby not only reinforces the value of peace amongst its corporate attributes but also sets itself up as firm civic ambassador from the field of sport 65 , constituting itself as an actor which is legitimated by civil society. This is illustrated by the fact that, following the tour, the Israeli Ministry of Education started a programme through which the football teams from Israeli state schools train with the Barça corporate values:
"The club has committed itself to passing on know-how through coaches, in exchange for which kids will play with the values of Barça as an institution as part of the programme FutbolNet,66 which is run by the FC Barcelona Foundation" (X.
Mas de Xaxàs, personal interview, 23/1/2014).
In fact, although the initiative Football Club Barcelona Peace Tour 2013 was devised from civil society -by two journalists who are experts in the Middle East-it is notable that it is the club's foundation, which is responsible for the club's corporate social responsibility project, which manages the follow-up processes related to the tour. 
